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An examination of the use of profitability analysis in manufacturing industry 
 
 
Abstract: Although profitability analysis has been identified as a useful technique, it is an under-
researched area. This paper extends the limited research into profitability analysis by using research 
interviews to examine the circumstances when profitability analysis is or is not prepared, why various 
types of profitability analysis are prepared and the how it is used in decision making. Some notable 
results indicate that operating units prepare profitability analysis when there is an interest in preparing 
it and the resources exist to prepare it. Operating units prepare both product profitability analysis (PPA) 
and customer profitability analysis (CPA) to assist with increasing profits through managing low profit 
or loss making customers. The aim is to identify those products that contribute to the low profit or loss 
of a customer. In those operating units preparing only PPA, its function is to identify low profit or 
unprofitable products. This information is used to assist in determining what action should be taken to 
increase the profits of those products. In contrast, customer focused operating units produce only CPA.  
 
Keywords: profitability analysis; product profitability analysis; customer profitability analysis; 
attention directing information; direct use of profitability analysis in decision-making. 
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An examination of the use of profitability analysis in manufacturing industry 
 
1 Introduction 
 
3URILWDELOLW\ DQDO\VLV LV UHJDUGHG DV ³RQH RI WKH PRVW LPSRUWDQW PDQDJHPHQW DFFRXQWLQJ SUDFWLFHV´
(Drury and Tayles, 2006, p.406). It consists of an internally produced management accounting report 
that identifies and matches the revenues and costs to show the profit for each item, like products and 
customers included within a particular cost object (Drury and Tayles, 2006). By preparing this 
information, profitability analysis can be used to identify profitable and unprofitable items included 
within cost objects (Drury and Tayles, 2006). In the case of low profit or loss making items, it is 
possible to use this information as an initial basis to identify possible cost reductions to try to increase 
profits or reduce losses. Further, in the case of product and service provision it could lead to decisions 
like the possible outsourcing or redesign of products and services (Drury and Tayles, 2006). Drury and 
Tayles (2006) note that in relation to product costing there has been limited research into management 
accounting decision support information, such as profitability analysis. Drury and Tayles (2006) show 
that research in tKLV DUHD LV QHFHVVDU\ EHFDXVH ³FRPSDQLHV DUH QRZ SODFLQJ KXJH HPSKDVLV RQ
profitability analysis and consider it to be one of the most important managHPHQWDFFRXQWLQJSUDFWLFHV´
(p.406). They found that there has been virtually no research on the role of cost information in 
profitability analysis. Given thisWKHUHLVDQHHGWRH[WHQG'UXU\DQG7D\OHV¶VHPLQDOSDSHUE\
FRQGXFWLQJ IXUWKHU H[SORUDWRU\ UHVHDUFK 'UXU\ DQG 7D\OHV¶  SDSHU XVHV TXHVWLRQQDLUH-based 
research to obtain factual information about profitability analysis in practice. This paper extends this 
research by using interview-based research to understand why and how profitability analysis is 
conducted. 
 Prior research has identified the extent to which profitability analysis is used in practice. For 
example, Drury and Tayles (2006) found, from their sample of 187 questionnaire respondents working 
in UK operating units that 91 and 74 percent of respondents prepare profitability analysis for products 
and customers respectively. Similarly, in Australia, Chenhall and Langfield-Smith (1998) observed that 
89 percent of operating units sampled used profitability analysis by product. Thus, although it is clear 
that profitability analysis is used extensively, researchers have not taken a step back to consider why 
profitability analysis is or is not prepared. Consequently, this paper addresses this deficiency by 
examining the reasons for and for not preparing profitability analysis. It is expected that organisations 
prepare profitability analysis to calculate the profits of various cost objects in order to assist them in 
decision making. In contrast, organisations are expected to not prepare profitability analysis if they do 
not find it useful or do not have the resources to prepare it. 
 Probably the two most obvious cost objects to which profitability analysis can be applied are 
products and customers. Product profitability analysis (PPA) shows the product revenues, product costs 
and product profits for each product produced and sold by an organisation. Although the calculation of 
product costs and product profits is the subject of many management accounting textbooks (e.g. 
Atkinson et al., 2007; Drury, 2012; Horngren et al., 2008) and prior research (e.g. Emore and Ness, 
1991; Joye and Blayney, 1990; Brierley et al., 2001; Lamminmaki and Drury, 2001), there has been 
little research that addresses the use of PPA in practice. There is a need to conduct research to consider 
why companies prepare PPA. It is possible that this is prepared for the purpose of control to identify 
loss making and low profit products to determine either if their profit can be increased or if they should 
be discontinued. 
 Similarly, customer profitability analysis (CPA) shows the revenues, costs and profits of each 
customer of an organisation. Foster and Young (1997) identified the importance of customer 
profitability as a general management priority and as a cost/management accounting issue. It can be 
used to identify the characteristics of profitable and unprofitable customers and can assist sales and 
marketing staff to identify attractive customers (Bellis-Jones, 1989). By using CPA, organisations 
should be more aware of the costs of servicing their customers, especially in extreme cases where 
customers receive identical products, but the cost of servicing them varies (Smith, 1993). This may lead 
to some customers being removed and changes being made to the services provided to others (Smith, 
1993, 2005). Even when unprofitable customers are identified, however, they may not necessarily be 
removed because it is possible to negotiate with them to influence their behaviour (Smith and Dikolli, 
1995). 
 Despite these alleged advantages of CPA, there is a lack of empirical research in the academic 
accounting literature about CPA. Smith (2005) notes that the focus of the CPA literature, and 
particularly within accounting, has been in practitioner journals (e.g. Bellis-Jones, 1989; Howell and 
Soucy, 1990; Smith, 1993; Connolly and Ashworth, 1994; Foster et al., 1996). Although Smith (2005) 
DFNQRZOHGJHVWKHH[LVWHQFHRI&RRSHUDQG.DSODQ¶VZHOONQRZQ.DQWKDOFDVHVWXG\ZKHQE\
 4 
changing the basis for assigning customer-related selling costs to customers from sales revenue to the 
number of orders, Kanthal discovered that only 40 percent, rather than 100 percent, of its customers 
ZHUHSURILWDEOH WR WKHDXWKRU¶VNQRZOHGJH WKHUHKDYH been only five academic research articles that 
have studied CPA.1 These five articles are Anandarajan and Christopher (1987), Noone and Griffin 
(1999), Guilding and McManus (2002), van Raaij et al. (2003) and Lind and Strömsten (2006). 
Anandarajan and Christopher (1987) used interviews with marketing staff to derive a method for 
preparing CPA. Noone and Griffin (1999) and van Raaij et al. (2003) used a case study approach to 
examine the feasibility of implementing CPA. Guilding and McManus (2002) used multiple regression 
analysis to find that the perceived merit of CPA is related positively to the level of competition facing 
an organisation and the size of the organisation. However, there was no relationship between the use of 
CPA and these two independent constructs. Finally, Lind and Strömsten (2006) examined how different 
types of customer relationships were related to the preparation of CPA and other types of customer 
accounting. They found that CPA was prepared regularly for most types of customer relationships. 
Although prior research has accepted that CPA is used, this has been done without considering why 
companies prepare CPA. This may be prepared by organisations that make product sales to a few 
customers and may find it easier to control the profits of a few customers, rather than a large number of 
products. Alternatively, an organisation that sells a large number of customised products may want to 
prepare CPA to control the costs of servicing particular customers. When both PPA and CPA are 
prepared it is expected that they are both prepared to take advantage of the qualities of each type of 
profitability analysis. 
 Turning to the use of profitability analysis in decision making by companies selling many different 
products, Cooper (1997) suggests that companies should prepare profitability analysis (or, as he calls it, 
profitability maps) as attention directing information (or, as he calls it, attention focusing information) 
to identify those products to which special studies should be applied before a decision is made. 
Attention directing information can be in the form of various subtotals of contribution and profit that 
can be used to identify items in cost objects, such as products or customers, for further investigation. 
The special studies would be triggered by contribution/profit levels being lower than expected. The 
special studies go into more detail than attention directing information, like profitability analysis. They 
follow up on the exceptions identified in profitability analysis, such as low profit and loss making items 
by identifying the relevant cash inflows and outflows relating to a particular decision about those items. 
These could relate to decisions, such as, outsourcing, redesigning and/or reducing the cost of a cost 
object. Given the potentially large number of special studies that a company could undertake, 
profitability analysis has the role of limiting the number and, hence, the total administrative cost of 
FRQGXFWLQJ VSHFLDO VWXGLHV 'UXU\ DQG 7D\OHV  7R WKH DXWKRU¶V NQRZOHGJH RQO\ 'UXU\ DQG
Tayles (2006) have considered the extent to which profitability analysis is used as attention directing 
information or directly in decision-making. Drury and Tayles (2006) found that 81 percent of the 
respondents used it as attention directing information to identify problem areas for further investigation 
through special studies. The remaining 19 percent of respondents used the information directly in 
decision making, without any further studies. It is important to extend this research to examine not only 
the extent to which it is used, but also why and how PPA and CPA are used as attention directing 
information or directly in decision-making. In particular, it is necessary to consider if profitability 
analysis is used in decision making in the way envisaged by Cooper (1997) or if it is used differently. 
 Given the lack of research into profitability analysis, Drury and Tayles (2006, p.406) regard their 
SDSHUDV³DSUHOLPLQDU\DWWHPSWWRDGGUHVVWKLVVKRUWFRPLQJ´+HQFHWKHREMHFWLYHRIWKLVSDSHULVWR
WDNH 'UXU\ DQG 7D\OHV¶  H[SORUDWRU\ UHVHDUFK D VWDJH IXUWKHU E\ XVLQJ UHVHDUFK LQWHUYLHZV WR
explain why organisations prepare or do not prepare profitability analysis and, for those that do prepare 
it; why they prepare particular types of profitability analysis like, PPA and CPA; and how PPA and 
CPA are used in decision making. Although it may be argued that the probable answers to these 
questions are not worthy of being asked because the answers to these questions have already been 
speculated. This cannot be stated conclusively until it is tested empirically, which is the intention of this 
exploratory research. 
 The remainder of the paper is organised into three further sections. Given the limited prior research 
in this area, which has been noted above, this paper does not contain a literature review. Section 2 
describes the research methods that will be used to test these research questions using a questionnaire 
survey and interviews. Section 3 provides details of and discusses the research results. Section 4 offers 
some conclusions to the research, identifies its limitations and provides information about the 
opportunities for further research. 
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2 Research method 
 
2.1 Research questionnaire 
 
The interviewees used to answer these research questions were obtained from respondents to a 
questionnaire concerned with a variety of product costing issues. These questionnaire respondents 
were obtained from a list of 854 members of the Chartered Institute of Management Accountants in 
Great Britain who were working in British manufacturing industry and had the job title of cost, 
management or manufacturing accountant. An initial letter was posted to all potential respondents that 
specified the objectives of the research and informed them that they would receive a questionnaire in 
two weeks time. Accompanying each questionnaire was a covering letter, which assured respondents 
of the confidentiality of responses, and a stamped-addressed envelope. Non-respondents to the 
questionnaire were posted a follow-up letter two weeks later, and a further follow-up letter, 
questionnaire and stamped-addressed envelope were posted to any remaining non-respondents two 
weeks after that. After identifying operating units that had closed down, and potential respondents who 
had left their operating unit, or whose work did not involve manufacturing or product costing or when 
more than one subject worked in the same operating unit, the total potential respondents employed in 
independent operating units declined to 673. A total of 280 usable questionnaires were received 
(effective response rate = 41.6 percent).2 Of these 280 respondents, 6 indicated that they did not use 
product costs in decision making and, hence, did not prepare profitability analysis, 11 indicated that 
they worked in cost centres and, hence, did not prepare it either, and 5 did not answer the questions in 
the questionnaire about profitability analysis. This left 258 questionnaire respondents that answered 
the questions about profitability analysis.  
 
2.2 Construct measurement 
 
Questionnaire respondents were required to answer a variety of questions about costing from the 
perspective of the operating unit in which they worked. In relation to profitability analysis, a single 
question requested information about the extent to which profitability analysis was prepared and the 
various types of profitability analysis prepared. The various responses were:  
x ranked by product profitability (e.g. from the most profitable to the least profitable),  
x product profitability ranked by sales volume (e.g. from the highest sales volume to the lowest sales 
volume),  
x product profitability shown in alphabetical order by product name,  
x ranked by customer profitability,  
x customer profitability ranked by sales volume,  
x customer profitability shown in alphabetical order by customer name,  
x do not use profitability analysis and  
x other types of profitability analysis used.  
Respondents from operating units that prepared some form of profitability analysis were required to 
answer a further question about how profitability analysis is used with responses of: 1 = as attention 
directing information, as a guide to whether further investigations should be conducted, 2 = used 
directly in decision-making and 3 = other.3 
In addition, various pieces of background information were obtained about the respondents. 
Operating unit size was measured by asking respondents to state the approximate annual sales revenue 
of their operating unit in the last financial year and the approximate number of employees working in 
their operating unit. The level of competition and product customisation were each measured by two 
questions developed by the researcher.4 
 
2.3 Interviewees 
 
Of the 274 questionnaire respondents using product costs in decision-making, 55 respondents ticked a 
box on the back cover of the questionnaire to indicate they were willing to engage in a face-to-face 
interview to discuss costing issues in more detail. Three of the interviewees were from cost centres, 
which meant that questions about profitability analysis were confined to the remaining 52 
interviewees. The interviews covered a variety of costing issues and were not confined solely to 
SURILWDELOLW\DQDO\VLV7KH\ZHUHFRQGXFWHGDWWKHLQWHUYLHZHH¶VZRUNSODFHZHUHVHPL-structured, tape-
recorded, lasted for an average of 1 hour 26 minutes and the portion of the interviews relating to 
profitability analysis were transcribed. The interviews addressed the research questions described in 
section 1 and, where necessary, prompts and follow-up questions were used to obtain fuller answers to 
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questions.5 The interviews were analysed individually and then together as a cross-case analysis. The 
phenomenon being coded was each of the questions asking about the use of profitability analysis. 
Open coding was used to identify concepts given in response to interview questions and these were 
grouped into various categories (Corbin and Strauss, 2008). Selective coding was then used to identify 
a central category from the open coding that could provide the answer to an interview question.  
 
3 Results and discussion 
 
3.1 Interviewee results 
 
Table 1 provides background information about the interviewees. This shows that the majority of 
operating units have annual sales revenue of less than £100m, employ less than 1,000 people, face a 
high level of competition, produce products ranging from highly standardised to highly customised and 
are from a variety of industries. The remainder of this section discusses the results of the interviews to 
examine the three research issues. A review of the relationship between the data shown in Tables 2 and 
 ZLWK RSHUDWLQJ XQLWV¶ VDOHV UHYHQXH QXPEHU RI HPSOR\HHV OHYHO RI FRPpetition, level of product 
customisation and industry did not reveal any patterns in the data, and, hence, these constructs did not 
provide an explanation for the use of profitability analysis. The analysis continues in the next sub-
section by addressing the first research question relating to the reasons for preparing and not preparing 
profitability analysis. 
 
Insert Table 1 about here 
 
3.2 Reasons for preparing and not preparing profitability analysis 
 
Forty-five of the interviewees (86.5 percent) prepare profitability analysis. When profitability analysis 
is used, it is regarded as very important because, as expected, it provides a means of controlling the 
activities of the operating unit by checking that profits are being made. As expected, these 
organisations consider that it is beneficial to invest in and use profitability analysis because it 
contributes to the control and management of the business. Seven of the interviewees (13.5 percent) 
gave two reasons as to why their operating units did not prepare profitability analysis. The first reason, 
given by three interviewees, for not preparing profitability analysis is because of a lack of resources to 
invest in the appropriate accounting software and/or accounting staff to produce the profitability 
analysis. Thus, there is a desire to prepare profitability analysis, but the infrastructure does not exist to 
prepare it. In order to prepare profitability analysis there is a need to invest in new software and/or 
staff. There is a need for profitability analysis, but the resources do not exist to purchase the necessary 
software. 
 The second reason, indicated by four interviewees, is because there is no interest in profitability 
analysis. This is because there is a concern with the overall profit of the operating unit, or because of 
the existence of a strong sales culture in the operating unit. In both cases, there is no concern with the 
breakdown of the profit of different cost objects. In the latter case, a sales culture exists in these 
operating units because sales and marketing staff are in charge of these organisations and they are 
concerned with maximising sales, rather than profits. Consequently, the sales and marketing staff 
regard profit-based information produced by accounting staff, including profitability analysis, as 
irrelevant. Hence, there is no demand for this information. Overall, the decision as to whether or not 
profitability analysis is used is context specific. As expected, it is dependent on whether there is a 
desire for profitability analysis, and if there is, whether the resources exist to invest in and operate it. 
 
3.3 Reasons for preparing particular types of profitability analysis 
 
Table 2 indicates various ways in which operating units prepare profitability analysis. The 
LQWHUYLHZHHV¶UHVSonses indicate that, although operating units prepare a variety of different forms of 
profitability analysis, such as PPA/CPA ranked by profitability, PPA/CPA ranked by sales volume and 
PPA/CPA in alphabetical order, there are three distinct forms of profitability analysis, based upon the 
general form of the profitability analysis, namely both PPA and CPA, only PPA and only CPA. Other 
forms of profitability analyses, such as at the product group level, geographical area and sales person, 
are not prepared as often. The following analysis examines the reasons for preparing these three 
distinct forms of profitability analysis.6 
 
Insert Table 2 about here 
 7 
 
 Unsurprisingly, operating units prepare just PPA to assist with maximizing product profits and, 
hence, operating unit profits. All eight interviewees said that it is used to either identify high profit, 
low profit and loss making products; or just low profit or loss making products. In the first case, the 
high profit products are identified as a benchmark to which low profit and loss making products should 
aspire. One interviewee from an industrial machinery manufacturer illustrated this by saying that PPA 
is used: 
 
³To find out which products are most profitable and to replicate that in others to find 
which prRGXFWVDUHOHDVWSURILWDEOHDQGILQGRXWDVROXWLRQWRWKHP,W¶VUHDOO\DQDFWLYLW\
WRZDUGV«PDNLQJEDGSURGXFWVEHWWHU´ 
 
In these operating units, profitability analysis provides a tool for management to identify profitable 
products and their characteristics, and then attempt to incorporate their characteristics into unprofitable 
products. 
 In the second case, the focus is solely on low profit and loss making products and these are not 
benchmarked against high profit products. These products are then studied to assess if their 
manufacturing costs can be reduced, and hence their profits increased, or whether they should be 
discontinued. However, this product discontinuation decision is not made when a product(s) is/(are) 
sold as part of a product range. The low profit or loss making product(s) is/(are) sold providing the 
product range is sold at a profit. Hence, although PPA is prepared in order to identify loss-making 
products, it can only be used to its full potential when these products are not part of a profitable 
product range. Thus, the way PPA is used is consistent with expectations. 
 The interviewees in operating units that prepare only PPA gave a variety of reasons for not 
preparing CPA as well as PPA. These include the business being product driven, having only one 
major customer, the existence of too many customers that makes CPA too costly to prepare, being 
unable to prepare CPA due to software limitations, and CPA and PPA being the same because the 
company produces bespoke products and sells one product to each customer. Thus, the reasons for not 
preparing CPA are contingent on the particular circumstances of an operating unit, and CPA will not 
be prepared if it does not provide some contribution to the control and management of the operating 
unit.  
 Operating units that prepare only CPA are customer focused and CPA is prepared by the 
accounting department for the sales and marketing department. This is illustrated by two interviewees 
from the dairy and plastics industries, respectively, who said: 
 
³,W¶VWKHRQO\UHDOSLHFHRISDSHUWKDWWKHVDOHVSHRSOHVHHRQDUHJXODUEDVLVWRXVHDVD
VWDUWSRLQWIRUWKHLUXQGHUVWDQGLQJRIZKLFKFXVWRPHUVDUHSURILWDEOHDQGZKLFKDUHQ¶W«
It would be their first point of contact to see how profitable is the customer.´ 
 
³The sales people etc., people that actually run the company, they like to see that 
information. They want to see which customers are more profitable than others.´ 
 
The implication here is that sales and marketing staff who want CPA from the accounting department 
are perceived as using it and are finding it useful. In the operating unit of the latter interviewee, there 
are capacity constraints in the factory, which means that the CPA is used by sales staff to contribute to 
profit maximisation by ensuring that priority in sales is given to customers that are more profitable. 
The interviewee said: 
 
³9HU\ UHFHQWO\ ZH¶YH MXVW GRQH D ZKROH OLVW RI KRZ PXFK SURILWJURVV
PDUJLQFRQWULEXWLRQ«WKDWZHPDNHDJDLQVWHDFKFXVWRPHU7KLVFRPSDQ\LV«JHWWLQJ
PRUH VDOHV LQ WKDQZHKDYHHYHUKDGEHIRUHDQGZH¶UH ILQGLQJZH¶UHJHWWLQJRXUVHOYHV
clogged up in production because we are trying to satisfy every customer. Decisions are 
going to be taken on which customers do we keep, which customers do we have to let 
GRZQ , GRQ¶W PHDQ WKDW E\ VD\LQJ E\H-bye customer. It might take them a little bit 
ORQJHU WR JHW WKHLU SURGXFW VLPSO\ EHFDXVH ZH UHFRJQLVH WKDW ZH GRQ¶W JHW DV PXFK
PRQH\RXWRIWKHVHSHRSOHDQGDWWKHHQGRIWKHGD\ZH¶UHKHUHWRPDNHDVPXFKPRQH\
as we can through everybody.´ 
 
:KHQWKHUHDUHPRUHVHYHUHFDSDFLW\FRQVWUDLQWV&3$FDQOHDGWRVRPHFXVWRPHUV¶RUGHUVQRWEHLQJ
satisfied. For example, an interviewee from an industrial machinery manufacturer said: 
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³The reason we do it [profitability analysis] by customer is because we can then see 
what profit we are making by customer and whether one customer is squeezing us on the 
price, whether we can get better prices elsewhere and it can be just a general pointer. 
/LNHQRZLI\RX¶UHJHWWLQJQHDUWRIXOl capacity you will then go back and start being a 
ELWFKRRV\DQGVD\LQJZHOOZHJHWDJRRGSURILWIURPWKDWFXVWRPHUWKDW¶VWKHRQHZH¶OO
SUREDEO\SOD\PRUHWRZDUGV7KHRQHVZHDUHQRWPDNLQJDSURILWZH¶OOWU\WRVK\DZD\
from if we can.´ 
 
 In operating units that have a large number of customers, the sales and marketing staff, use CPA 
to focus on a narrow number of customer accounts. This is important in operating units in the food 
industry, where the existence of powerful retailers means that their suppliers have to be customer 
focused and CPA provides customer focused information. This is illustrated in one food manufacturer, 
when the interviewee said: 
 
³It is very useful for the salesmen. Obviously, they use it for what are their key accounts. 
« :H¶ve got six or seven very key accounts that take 80 percent of volume and 80 
SHUFHQWRIRXUFRQWULEXWLRQ 7KH UHDVRQ IRUGRLQJ WKLV LV WHFKQLFDOSHRSOHGRQ¶W VSHQG
hours and hours working on an account that maybe we do 5 or 10 tonnes of business 
with.´ 
 
 In addition, operating units that produce and sell a variety of bespoke products to individual 
customers only prepare CPA because it is easier for these operating units to produce a limited number 
of profitability analyses for a limited number of customers, rather than for a larger number of bespoke 
products. In these instances, PPA is not produced because of the cost of preparing and the time spent 
analysing the PPA. Here, CPA provides a more cost-effective method of preparing information that 
can be used for decision-making and for control. Thus, as expected, operating units prepare CPA when 
there is a need to focus on a few customers or to find customer costs relating to the sale of customised 
products. One additional feature of CPA is that although the CPA is prepared by the accounting 
department, it is not used by them, in general. It is used by sales and marketing staff to assist them 
with customer related decisions. 
 When PPA and CPA are both prepared they are used for different purposes, but they can be used 
together to assist in achieving profits. For example, one interviewee from a tannery said: 
 
³Customer profitability is important more from the point of view of managing the 
UHODWLRQVKLSZLWKWKHFXVWRPHU3URGXFWSURILWDELOLW\ZH¶UHORRNLQJDWPD\Ee alternative 
ways of producing the product. Sometimes just within our plant, sometimes in discussion 
ZLWKWKHFXVWRPHU:H¶OOORRNDWDOWHUQDWLYHPDWHULDOVDOWHUQDWLYHPHWKRGVWRJLYHWKHP
the best value and maintain our profit.´ 
 
In this case, if an operating unit makes an overall profit on sales to the customer, then PPA is not used. 
However, if customer profits are low or at a loss, then PPA is used to identify possible product cost 
reductions in the product(s) sold to the customer and/or possible product price increases, which are 
made in consultation with the customer. Ultimately, the way to increase customer profits is through 
increasing product profits. This is important in operating units that sell a range of bespoke products to 
any one customer because each customer receives a mix of unique products, which each have a unique 
manufacturing method, cost and price. 
 In the case of operating units producing standardised products, described above, a single PPA is 
produced for all products produced. However, the customer relationship can be managed in more detail 
by producing CPA and then producing a separate PPA for each customer that is sold a variety of 
customised products. One interviewee from a sheet metal manufacturer described this process in the 
following way: 
 
³We need to know which of our customers are producing the profit for us and within 
those customers, which products are the profitable products. The reason we do that is we 
are very much customer driven. We have a relatively small number of cXVWRPHUVZH¶UH
WDONLQJRUFXVWRPHUV7KH\DOOWHQGWRWDNHIDLUO\ODUJHYROXPHVVRLW¶VLPSRUWDQW
to us to see who are the profitable customers and within that, which are the profitable 
products.´ 
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The customers purchase bespoke products, and unless the product is being sold as a loss leader, PPA is 
used to assist in managing the customer relationship by identifying areas for product (and, hence, 
customer) cost reduction. 
 Although PPA and CPA may be produced together, there may be circumstances when they are not 
used together because CPA is regarded as less important than PPA. This can arise for a variety of 
reasons, such as, when customer costs in the CPA are distorted because the operating unit has not paid 
sufficient attention to identifying separate customer costs, which reduces the accuracy and usefulness 
of CPA. In another case, an operating unit was structured so that it was product orientated. Hence, staff 
are responsible for products, not customers, and CPA is prepared only for large customers. In another 
example, an operating unit produced bespoke products, but CPA and PPA are the same for most 
customers because most customers purchase only one product. When they are the same, only PPA is 
reviewed. Thus, although, as expected, operating units take advantage of both PPA and CPA, they do 
not necessarily take advantage of them at the same time. It is possible that one of them takes priority 
and is used initially (which one is used initially depends on the particular context facing the 
organisation) and, if required, the other is used to provide further information. 
 
3.5 The use of profitability analysis in decision-making 
 
The methods used to apply profitability analysis in decision-making are shown in Table 3. The use of 
profitability analysis as attention directing information and/or directly in decision making is 
dependent, as stated previously, on whether operating units prepare both PPA and CPA, only PPA or 
only CPA. Hence, the use of profitability analysis is described below for each of these three general 
types of profitability analysis. 
 
Insert Table 3 about here 
 
 PPA is used as attention directing information in decision making for three reasons. The first 
reason is that operating units use it because they want to check the accuracy of the information prior to 
using it in decision-making. One interviewee from a pharmaceutical manufacturer, who was the only 
interviewee working in an operating unit using ABC, illustrated this by saying: 
 
³<RX¶YHJRW WRXVH LW WRFKHFN WKHYDOLGLW\RI LW<RX GRQ¶W MXPSVWUDLJKW WR>using the 
information directly] you go through it. If you go straight to [using it directly] make sure 
that your facts are right.´ 
 
Thus, there is need to ensure that decisions are made based on accurate information and that any errors 
in the data are identified. For example, if the PPA revealed a loss-making product, then a decision will 
not be made, for example, to discontinue that product until the information contained in the PPA has 
been checked. Thus, the PPA is checked for its authenticity prior to making a decision, rather than 
being used to undertake a special study before making a decision. If the PPA is checked and found to 
be correct, then a decision is made based upon this information. If the PPA is found to be incorrect, 
then it is corrected and a decision is made on the corrected information. Although the initial PPA is not 
used directly in decision-making, as recommended by Cooper (1997), it is used directly in subsequent 
decision making either in its original or amended form and it is not used as a basis for undertaking 
further special studies in the form described by Cooper (1997). 
 The second reason for using PPA as attention directing information arises when it is used initially 
in decision making in conjunction with other non-financial information, such as marketing 
information. Thus, a product-related decision is not based solely on the PPA. PPA can identify 
problem areas for further investigation, with decisions being made using the PPA and other non-
financial information. In this case, special studies are undertaken, but these do not involve the use of 
financial information, such as calculating discounted cash flows. The special studies are confined to 
non-financial information and are not necessarily in the form described by Cooper (1997). 
 Unlike the two cases described above, some operating units would like to use PPA directly in 
decision-making, but are unable to do so because of perceived problems with the accuracy of the PPA 
due to limitations in the accounting software. This can take the form of using simple methods to assign 
overhead costs to product costs. This means that PPA can be used only to highlight exceptions for 
further investigation, rather than for direct use in decision-making. As one interviewee from an 
HOHFWURQLFFRPSRQHQWV¶PDQXIDFWXUHUVDLG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³,W¶V QRWDPD]LQJO\DFFXUDWH«,IZHDUH VHOOLQJDSURGXFWDW D ORVV DQGD QRWLFHDEOH
ORVVZH¶OO IODJ LW XS«,W¶V XVHG WRSXOO XSH[FHSWLRQV UDWKHU WKDQEHLQJXVHGDOO WKH
time.´ 
 
The usefulness of PPA, however, is limited when it is regarded as being inaccurate. Hence, it is 
necessary to ensure that PPA is accurate enough to make a significant contribution to decision making. 
Thus, in this case the special studies are undertaken in a way that is similar to that described by Cooper 
(1997). Unlike Cooper (1997), however, if PPA was more accurate then management would have 
more confidence in this information and decisions would be based solely on that information, and 
special studies would not be undertaken. Thus, PPA is not used in the way envisaged by Cooper 
(1997). It is only when PPA is regarded as being accurate that operating units consider the need to 
undertake special studies for the purpose of decision making. If the PPA is considered to be accurate, 
then operating units have sufficient confidence is the information to use it in decision making. 
 Similar to those using PPA and CPA, but unlike the interviewees in operating units using only 
PPA in decision-making, interviewees in operating units preparing only CPA said it is used either as 
attention directing information, directly in decision-making or in both of these ways. When CPA is 
used as attention directing information, the accounting department is a preparer of this information, not 
a user. Sales and marketing staff use CPA as a control tool to review customer profitability. It is used 
by sales and marketing staff to ensure that customer profits are in line with their expectations. If as a 
consequence of its use as attention directing information, then there is a need for special studies. 
However, these special studies are undertaken by sales and marketing staff, and accountants are not 
involved in this.  
 Interviewees from operating units using CPA directly in decision making said that sales and 
marketing staff use it, but they did not know how they use it. In this case, it is difficult to interpret this 
result because it is possible that it could be used in decision making by sales and marketing staff as 
attention directing information, directly or in both of these ways. Although the accounting staff know 
that CPA is used, their role is limited to being a preparer of this information, and once the information 
is supplied to the sales and marketing staff, the accounting staff have no further involvement with the 
CPA. 
  When CPA is used both as attention directing information and directly in decision making by sales 
and marketing staff, the interviewees had a better understanding of how it is used. As described above, 
it is used as attention directing information to review customer profitability by identifying relatively 
low profit customers that need to be investigated to see how profits can be improved. It is used directly 
in decision making as part of pricing decisions to provide information about previous pricing decisions 
that can assist in determining future prices. One interviewee from an industrial machinery 
manufacturer, said: 
 
³It [CPA] can give the sales history to give how well the profit has gone on the product. 
So, when they [sales staff@FRPHWRTXRWHDJDLQWKH\FDQORRNEDFNRQKRZWKH\¶YHGRQH
LQWKHSDVWDQGVHHZKHWKHUWKH\¶YHTXRWHGZKDWWKH\¶YHTXRWHGLQWKHSDVWWKH\KLWLWRQ
WKH QDLO RU WKH\¶YH XQGHUTXRWHG DQG KDYH ORVW RXW $QG WKHQ « LW¶V XVHG DV D
management tool each month that if you do have a bad month you can then go back and 
really find out what has caused you to make the bad profit.´ 
 
Thus, the CPA information does not determine the actual selling price, but provides a guide for 
determining the price. 
 Interviewees from operating units that produce PPA and CPA use it as either attention directing 
information, directly or in both of these ways in decision making. Operating units that use PPA and 
CPA as attention directing information and/or directly in decision making use it as attention directing 
information for control purposes, such as, to identify loss making products, and it is used directly in 
decisions, like make-or-buy and pricing decisions. 
 
4 Conclusion 
 
This paper has used research interviews to expand on the limited research into profitability analysis. It 
has made an incremental contribution to this research area by examining the circumstances when 
profitability analysis is and when it is not prepared, why various types of profitability analysis are 
prepared, and the how it is used in decision making. Operating units prepare profitability analysis to 
assist with control. Those that are not cost centres do not prepare profitability analysis when there is no 
interest in preparing it because the objective of the business is sales maximisation, rather than profit 
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maximisation or, even though there is a need for profitability analysis, the resources do not exist to 
prepare it. Operating units prepare both PPA and CPA to assist with managing and increasing profits 
through managing low profit or loss making customers. Initially, CPA is used to identify low profit or 
loss making customers. Then PPA is prepared either for all products or for the products sold to a 
specific customer. This information can be used either as attention directing information, directly or in 
both of these ways in decision making to try to increase product profits on sales to the customer. If 
only PPA is prepared, it is used as attention directing information to assist in determining what action 
should be taken to increase the profits of these products. Customer focused operating units produce 
only CPA. These operating units have a strong sales and marketing culture, which means that the 
accounting department prepares the CPA, but it is not involved in using the CPA in decision-making. 
The CPA can be used as attention directing information, directly or in both of these ways in decision-
making.  
 Although this research shows that marketing staff use CPA, a limitation of the research is that by 
obtaining information about CPA only from management accountants there is relatively little 
information available as to how this information is used by marketing staff. Further research needs to 
be undertaken by conducting interviews with marketing staff to assess whether they understand CPA, 
how they use profitability analysis, how appropriate is the information supplied to them by 
management accountants and how important is this information in decision-making relative to 
information produced by the marketing department. Limited research in this area has indicated that 
marketing managers have expressed dissatisfaction with CPA produced by accounting systems that are 
not set up for customer costing (Anandarajan and Christopher, 1987), but this needs to be investigated 
further. In addition, future research should investigate the extent to which the format of profitability 
analysis affects the extent to which non-accountants, including marketing staff, use it. For example, in 
an experiment using business students, Cardinaels (2008) found that, after controlling for the effects of 
work experience and ability, those with a low level of cost accounting knowledge perform better 
(achieve a higher profit) when CPA is in a graphical format; while those with a high level of cost 
accounting knowledge perform better when using a tabular CPA format. There is a need to extend this 
research to non-accounting managers to consider the extent to which the format of profitability 
analysis affects the extent to which it is used and is used appropriately. 
 Given that CPA can be regarded as a distinct type of profitability analysis because it includes the 
identification of costs that are not found ordinarily in a product-based form, future research needs to 
examine the extent to which operating units identify customer related costs (Smith and Dikolli, 1995). 
Although the majority of operating units included in this and other research do not use ABC,7 and, 
hence, do not prepare profitability analysis using ABC (see e.g. Kaplan and Narayanan, 2001; Kuchta 
and Troska, 2007; Drury, 2012). Companies can still prepare profitability analyses by distinguishing 
between costs that can and cannot be matched directly with items in cost objects (e.g. individual 
products and customers). In its crudest form, this can be prepared by taking the revenues generated 
from each item and deducting the variable costs for each individual item to give a contribution for each 
item and then deducting total fixed costs from all items within a costs object. Research needs to 
consider the extent to which non-ABC-based profitability analysis distinguishes between relevant and 
non-relevant costs for the purpose of providing appropriate information for decision-making. In 
particular, there is a need to consider the appropriateness of non-ABC methods to assign distribution, 
marketing and customer service costs to customers in CPA in comparison to ABC (see e.g. Drury 
(2012)). Furthermore, researchers need to investigate whether and why profitability analyses that are 
used in decision-making are based on a profit figure that is derived after deducting the arbitrarily 
allocated fixed costs. 
 This research has taken prior research into profitability analysis a stage further by using interviews 
to identify why profitability analysis is prepared and how it is used. Given the relatively small amount 
of research in this area, it is hoped that the results of this research will stimulate others to continue 
research in this relatively new area. 
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Table 1 Background information about the interviewees 
  
    Score 
         
Annual sales revenue 
 Minimum   £3.00m 
 Lower quartile   £17.25m 
 Median   £34.00m 
 Upper quartile   £76.75m 
 Maximum   £1,327.00m 
 Useable n   52 
 
Number of employees 
 Minimum   65.0 
 Lower quartile   182.5 
 Median   280.0  
 Upper quartile   705.0 
 Maximum   3,300.0 
 Useable n   49 
 
Competitiona 
 Minimum   2.5 
 Lower quartile   4.0 
 Median   4.5 
 Upper quartile   5.0 
 Maximum   5.0 
 Useable n   52 
 
Product customisationa 
 Minimum   1.0 
 Lower quartile   2.0 
 Median   3.0 
 Upper quartile   4.5 
 Maximum   5.0 
 Useable n   51 
 
Manufacturing industry sector   N (%) 
 Chemicals, rubber and plastics      7   (13.5) 
 Electronic equipment      4     (7.7) 
 Food and drink      9   (17.3) 
 Iron, steel, bricks, glass and pottery       4     (7.7) 
 Metal products, tools and scientific instruments         5     (9.6) 
 Machinery       6   (11.6) 
 Motor vehicle parts and accessories       1     (1.9) 
 Paper, packaging and printing      4     (7.7) 
 Ships and aerospace      2     (3.8) 
 Textiles, tanning, soft furnishings and woodwork        8   (15.4) 
 Other      2     (3.8)      
     52  (100.0) 
 
           
Notes: aScored on a 5-point scale from a low score of 1.0 to a high score of 5.0. 
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Table 2 
I: Types of detailed profitability analysis prepareda 
  
    N (%)  
        
A: Ranked by product profitability    24 (53.3) 
B:  Product profitability ranked by sales volume      17 (37.8) 
C: Product profitability shown in alphabetical order by product name          9 (20.0) 
D: Ranked by customer profitability      25 (55.6) 
E: Customer profitability ranked by sales volume      12 (26.6) 
F: Customer profitability shown in alphabetical order   
  by customer name      10 (22.2) 
G: Other types of profitability analysis      14b (31.1) 
           
Notes: aThese operating units have the potential to prepare more than one of the various types of 
profitability analysis. The percentages reported are of the total number of interviewees using 
profitability analysis (n = 45). 
bThe other types of profitability analysis reported include by: product group = 5, geographical 
area = 5, any way required = 2, product profitability by market = 1, salesperson profitability = 
1, customer profitability by product group = 1, own internal classification = 1. The total of 
these various types of profitability analysis exceeds 14 because some operating units use more 
than one of the various other types of profitability analysis. 
 
 
II: The extent and type of general profitability analysis prepared 
  
     N (%)  
         
General types of profitability analysis prepared: 
A:  Product and customer profitability analysis       16   (30.8) 
B: Product, customer and other types of profitability analysis             9   (17.3) 
C: Only product profitability analysis         8   (15.4) 
D:  Product and other types of profitability analysis         4     (7.7) 
E:  Only customer profitability analysis         6   (11.5) 
F: Customer and other types of profitability analysis          2     (3.8) 
G:  Other types of profitability analysis          ±       (±) 
Operating units preparing profitability analysis     45   (86.5) 
Operating units not preparing profitability analysis       7   (13.5) 
      52a (100.0) 
           
Notes: aThese are all operating units that have the potential to prepare profitability analysis, that is, 
they are not cost centres.  
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Table 3 The use of profitability analysis in decision-making 
  
 
    N (%)   
         
As attention directing information   27      (60.0) 
Directly in decision making     13      (28.9) 
As attention directing information and directly in decision making   5      (11.1) 
Useable N   45  (100.0) 
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Notes 
                                                 
1
  This excludes Drury and Tayles (2006) who consider the use of profitability analysis, in general, and 
make only passing reference to the use of CPA in practice.  
2
  A copy of the questionnaire is available on request. 
3
  Decision-making was defined as including selling price, make-or-buy, product mix, output level, 
cost reduction, product design and product discontinuation decisions. 
4
  In relation to the measurement of competition, the first question concerned the current level of 
general competition for the major products produced by the operating unit with responses on a five-
point Likert scale of 1 = Very intense to 5 = Very slack. The second question covered information 
about the expected level of general competition over the next two years for the major products 
produced by the operating unit, with responses of 1 = Very high and 5 = Very low. For data analysis, 
the scores on these questions were reverse scored, summed and divided by 2 to give a measure of the 
general level of competition on a nine-point scale with a low score of 1 and a high score of 5. 
Similarly, product customisation was measured by two questions. For the first question respondents 
had to identify the range of products produced on a five-point Likert scale with responses ranging from 
1 = Virtually all customised products, to 5 = Virtually all standardised products. For the second 
question, responses ranged from 1 = At least 95% of products produced are unique and produced to 
VDWLVI\LQGLYLGXDOFXVWRPHUV¶RUGers, to 5 = At least 95% of products are identical products produced in 
large quantities. The responses to both questions were initially reverse scored for data analysis, 
summed and divided by 2 to give a measure of the general level of product customisation on a nine-
point scale with a low score of 1 and a high score of 5. A principal components factor analysis with a 
varimax rotation confirmed that the four items making up the two psychometric constructs load on to 
two separate factors with eigenvalues greater than one and explaining 84.72 percent of the explained 
variance. The two factors were based on the two-items measuring the levels of competition and 
product customisation. The factor loadings for the competition construct were both 0.927 and for 
product customisation were 0.913 and 0.914. The reliability of the constructs was confirmed by 
&URQEDFK¶VDOSKDZLWKWKHDOSKDVIRUWKHPHDVXUHVRIFRPSHWLWLRQDQGSURGXFWFXVWRPisation 
being 0.796 and 0.833 respectively, which is almost as high as the recommended level of 0.80 
(Carmines and Zeller, 1979) and higher than the minimum acceptable level of 0.60 (Price and Mueller, 
1986). 
5
 The interviewees were also asked what sub-totals for contribution and/or profit were included in their 
profitability analysis. Given the variety of responses provided by the interviewees, this was difficult to 
code for the purpose of trying to compare responses between interviewees. This shows that this type of 
information should only be obtained by a combination of intervLHZV DQGREVHUYLQJRSHUDWLQJXQLWV¶
internal documents (Dugdale et al.&RQVHTXHQWO\WKHWLWOHRIWKLVSDSHUUHIHUVRQO\WRWKHµXVH¶
of profitability analysis and not its calculation. 
6
 For the purpose of the subsequent data analysis, the three distinct forms of profitability analysis are 
derived from the following types of profitability analysis listed in Table 2. PPA and CPA are made up 
of operating units that produce product and customer profitability analysis, or product, customer and 
other types of profitability analysis. PPA is made up of operating units that produce only product 
profitability analysis, or product profitability analysis and other types of profitability analysis. CPA is 
made up of operating units that produce only customer profitability analysis, or customer profitability 
analysis and other types of profitability analysis. 
7
 This is also true of research that has examined the adoption rates of ABC (e.g. Innes and Mitchell, 
1995; Innes et al., 2000). 
